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The first cable television system will launch its first programmes at the 
beginning of 1991. The long-awaited licence was awarded to Hong Kong Cable 
Communications (HKCC) after a heated 'cable battle'. In the near future, cable 
television will obviously play an important role in the media market which is 
already extremely sophisticated and competitive. 
Having a strong financial backing, expertise and a sound proposed 
programming, we expected 225,000 households will become subscribers by the 
first year, and half of the territory's resident households will subscribe by the end 
of the fifth year. 
With a sound viewership profile, HKCC is expected to generate advertising 
sales amounting to 5% of the total market ad sales by 1993. It is anticipated that 
this market share will increase to 10% by 1995. 
In order to propose marketing strategies to achieve these objectives, 
secondary data collection, unstructured interviews, and a questionnaire survey 
have been conducted in an attempt to: 
1. Get a general picture of the market concerning media and advertising; 
2. Collect data on general attitudes towards existing media in the areas of 
programming and advertising; 
3. Collect data on general attitudes towards cable television in the areas of 
programming and advertising; 
4. Collect information on existing and projected time-spending patterns of 
potential household customers, and advertising-spending patterns of 
i i i 
potential advertising customers; and 
5. Formulate a marketing plan for HKCC to achieve their marketing 
objectives among both potential advertisers and potential subscribers. 
In the questionnaire phase, 100 mail questionnaires were sent to potential 
household subscribers; and 100 to advertising agencies and advertisers. 
Overall, we believe that the expected financial results from income from 
these sources while they may provide a base may not be sufficient to profitably 
sustain the HKCC cable operations. We believe that further expansion and 
diversification of HKCC facilities into such "data communications" areas as home 
banking, home shopping, etc. is required to maintain the ultimate viability of the 
operations. 
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PREFACE 
This research was conducted for Hong Kong's first cable television licence 
holder, Hong Kong Cable Communications, in order to acquire information and 
propose a profitable and practical marketing plan. The ultimate goal is to market 
its products, namely subscriptions and advertising. 
The Executive Summary accompanying the bid proposal of HKCC clearly 
showed its recognition of "the growth prospects for data communications here 
based on our view of market needs now and in the future." From the Executive 
Summary, we see that HKCC is very keen on the development of data 
communications traffic which has long been under the monopoly of Hong Kong 
Telephone. HKCC even stated out its interest in direct competition in voice 
communications. 
In spite of the market potential in data communications whose first target 
market is the business community, the marketing of the other two products, 
subscriptions and advertising, are still of great interest and are the focuses of this 
study. 
Since HKCC has been sorely pressed for time in preparing the launch of 
its the first cable programmes, this research is intended to help as an independent 
"outsider" overview of the market and company environments. Much emphasis in 
this report is on information-gathering rather than on hypothesis-testing or 
establishing causal relationships. 
As this research report aims at giving information and suggestions for 
practical use rather than a purely academic study, the analysis presented took a 
X 
practical approach. Since details of their progress have not been disclosed by 
HKCC, our recommendation concentrates on strategic marketing directions rather 




The media scene in Hong Kong will be changed dramatically in the 90s. 
Firstly, the 'cable battle' came to an end when Hong Kong Cable 
Communications won the cable TV licence. It will start operations at the 
beginning of 1991. This new medium will meet keen competition from both new 
and existing media. These new media may include operators utilizing the new 
AsiaSaM, the Asia's first privately owned satellite blasted into space on April 7， 
1990. A second commercial radio licence may be issued within one or two years. 
The radio and television broadcast house of Macau (TdM) will also join the 
scene as it is broadening its audience to cover Hong Kong. 
Concerning the Television market, ATV has been gaining strength from 
a very weak market position since the injection of new capital and introduction 
of the new CEO. Trends show that the TV market will move from a TVB-
dominated one to a more balanced situation. In the mean time, competition is 
still very keen. 
These provide a basis to forecast the media scene in the near future. The 
Cable TV licence will not only imply a brand new medium to co-exist with the 
traditional TV, but will also provide the right to build a second 
telecommunications network to challenge the long-held monopoly of Hong 
Kong Telephone. There are growth prospects in the long-term data 
communication network, as well as in the cable operations. 
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This study focuses on areas concerning cable TV marketing, and consists 
of data collection, analysis and recommendation of a marketing plan for the cable 
TV operator. Considering the dual revenue nature, subscription and advertising, 
we will study and make recommendations on these two markets. 
We hope that this study and the recommendations will help Hong Kong 
Cable Communications, the cable TV operator, to meet the needs of all the 




In this research, we propose to, first, get a general picture of the present 
media market and advertising market situations, and second, to identify potential 
customer groups for cable TV, in the markets of household subscription and 
advertising, and their preference and buying behaviour. 
From the findings of this research, we will formulate two sets of marketing 
strategies for cable TV in the two revenue streams, namely,subscription and 
advertising. Time horizons are set at both short term (one year) and long term 
(up to the end of 1995). 
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CHAPTER THREE 
CABLE TELEVISION: DEVELOPMENT AND BIBLIOGRAPHY 
Development of Cable Television in the West 
Origins of Cable Television 
Cable Television, also called cablevision，originated in the United States 
in the 1940s, with the view to improving reception of commercial network 
broadcasts in remote and hilly areas. In 1948，the earliest cable systems were 
born in remote areas of Pennsylvania and Oregon. Known then as Community 
Antenna Television (CATV), its function was simply to bring television signals 
to places where off-air reception was nonexistent or below standard because of 
distance or interfering mountains. The earliest systems were often started by 
electrical appliance dealers, so that they could sell television sets to people living 
in those remote areas. 
In 1948 in Astoria, Oregon, Leroy Edward Parsons wired the first cable 
system with an initial subscriber list of three households. In 1950, the first 
commercial system was started by Robert J. Tarlton, a radio sales and service 
dealer in Lansford，Pennsylvania. He started the Panther Valley Television with 
some friends. Panther Valley Television charged an initial installation fee of 
$125，and a monthly fee of $3. The television system brought images of the three 
Philadelphia television stations to remote areas clearly, and thus Tarlton began 
selling television sets to the neighbourhood. 
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Growing Popularity of Cable Television 
Starting from the 1950s, cable television became increasingly popular. In 
1952，there were 70 cable television systems with a total of 14,000 subscribing 
households (an average of 200 subscribing households per system). By 1961 there 
were 700 community antenna television systems. In 1971, there were 2,750 
systems serving nearly six million homes all over America. At the beginning, the 
owners of the systems were mostly electrical appliance store owners, because they 
had the materials and know-how. The image of cable television as a ‘small 
business community service' soon changed as large groups quickly realized the 
profit potential in the industry. Because of popular demand, debt-leveraged 
ownership, and liberal depreciation policies, many early systems showed rates of 
return on invested capital of more than 15%, with some even having 50%. This 
phenomenon was seen even before the advent of added pay services. Hence 
cable television was quickly sought after by many large companies. 
Changing Nature of Cable Television 
As mentioned before, in the 1950s, the function of cable television was to 
aid the reception of programmes in remote areas, and was viewed as merely an 
extension of broadcasting stations. In the 1960s，cable systems were found in 
many large metropolitan areas where the quality of local television reception 
deteriorated due to reflection of signals from tall buildings. In the 1970s, the 
concept of programme production was introduced. Moreover, the possibility of 
two-way communication was realized. The amplifiers could accommodate signals 
from the subscribing households as well as to the households. Moreover, another 
major breakthrough occurred in this era: the launching of the Satcom I 
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communications satellite. This provided a highly cost-efficient means of 
distributing multiple programme options to cable systems across the country. By 
providing instant reach of nationwide cable audiences, the satellite made it 
financially attractive ( to cable television operators) to offer more varied 
programming, and pay television services were started. The 1980s can be called 
as the Era of Interactivity，because many interactive services were offered. 
Present Situation of Cable Television 
In 1988, there were 7900 cable systems in America, each offering 12-75 
channels to subscribers, and the number of subscribing households was 46 million. 
In 1987, cable television had revenues of $9.2 billion, which represented a 24.3% 
increase over 1986, and cable television moved from 12.8% to 14.3% of total 
mass media. According to a study made by consulting firm Wilkofsky Gruen 
Associates, the study of which was called Television 1995: The Future of the 
Television Industry', household penetration will tally about 60 million by 1995, 
which was 60% of total households, with subscription revenues amounting to $15 
billion annually. 
Cable television is also available in Europe( England, Germany, France, 
Switzerland, the Netherlands, Belgium, and part of Austria), and Asia (Thailand, 
Korea, Malaysia, Singapore, and Japan). 
General Services Offered by Cable Television Systems 
The services can be grossly grouped into three categories: Basic Services 
(Including Community Programming and Satellite -delivered Basic Services), Pay 
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Programming, and Enhanced and Interactive Services. 
Basic Services 
Basic service generally refers to services available to subscribers for the 
payments of monthly fees. This service is further divided into two gross 
categories: Community Programming and Satellite-delivered Basic Services. 
Community Programming embodies Access and Locally Originated 
Programming. Access Programming is produced and controlled by some 
community entity besides the cable operator, who simply makes facilities and 
channel space available for its transmission. Local origination, on the other hand, 
is operator-involved community programming and is usually more commercial 
than access programming. Both types are, however, uniquely local, and most are 
carried only on the local cable system. Community Programming is distinct from 
broadcasting in that only cable subscribers can receive the programmes and these 
programmes are tailor made for the interest of the community. 
Satellite-delivered Basic Services include cable news networks, arts and 
cultural services, children's channels, sports channels, newswire services, religious 
programmes, public service networks, congressional coverage, weather services, 
and 'super-stations'. Superstations are conventional broadcast stations that use 
satellites to disseminate their signals far beyond their coverage areas. 
Pay Programming 
This type of programme embodies the programs and services available to 
the subscribing households for an additional fee over the basic monthly rates. 
Currently, there are two categories of pay televisions: channels available for an 
additional fee, and ‘pay-per-view，programmes, which the operator charges the 
COMPANY 
subscriber per program rather than per channel. The best known pay services are 
the movie channels, offering uncut first-run movies 24 hours daily. Pay channels 
have also been formed to deliver Broadway musicals, cultural programmes, sports, 
foreign language channels, family entertainment, and adult movies. Some pay 
channels are considered 'maxi-pays' in that they offer more hours of programming 
for a higher fee, and some are called 'mini-pays', offering fewer hours of family-
oriented entertainment for comparatively lower rates. Most pay programmes are 
delivered via satellite. 
Pay-per-view services are relatively new. The operator usually advertises 
the programmes, such as concerts, and soccer matches, to subscribers. To view 
the programme, the subscriber places an order with the operator on a 
programme-by-programme basis. Only households that have requested the 
programme will be able to see it; the signal is ‘scrambled，or trapped to other 
subscribers. 
Enhanced and Interactive Data Communication Services 
For this type of service, the inherent capacity of coaxial wire to deliver 
'nonentertainment' data communication services is utilized. 
These include the following: home shopping, home banking, meter reading 
and energy management，home information services, teletext, videotext, 'home 
voting，，home security, and video games. 
Home Shopping 
Inflation, transportation costs, crime, and inadequacy of time attribute to 
the growing trend of home shopping. In addition, more husband-wife working 
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households, coupled with the rise of the single adult household, increase the 
need for greater convenience and preservation of one's leisure hours. There are 
obviously some products that the consumer will always want to see in person and 
examine in detail, but there are others which he or she would be willing to buy 
from home. 
Americans are depending more and more on mail orders and phone 
numbers for buying. This is the fastest growing element of retail sales. Home 
Shopping by cable is a logical extension of this trend. Two-way cable has the 
unique capability to demonstrate products and services, respond to inquiries, 
consummate the sale, transmit the invoice, and transfer funds for payment. In 
transaction services, the vendor, not the customer, pays for access to the system. 
A videotext system may be used by customers to obtain product information, 
including the price. Consumers with a particular type of product in mind enter 
the index to find the category number, and by transmitting the number through 
the home terminal, can call to the home television screen all the product 
information in that category. When a choice has been made, the order can be 
placed by transmitting an item number and a password (for security). Since the 
transmitting household code has already been stored in the computer, along with 
a credit card number, no further information about the purchaser is needed at 
the time of purchase. 
Home Banking 
Through home banking services, cable television subscribers can obtain 
bank balances, make transfers, and pay bills. 
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Meter Reading & Energy Management 
Reading water and gas meters in subscriber households is another function 
that can be performed using the cable television network. Development of 
services in this aspect has been slow, and progress has been mainly retarded by 
the fact that not all homes subscribe to cable. However, a major advantage of 
automated meter reading is that if the meter is damaged or if theft is attempted, 
an immediate signal will be sent. Hence the millions annually lost through theft 
and faulty meters can be minimized. 
Energy shortages and high costs have forced considerations of electric 
power conservation measures. Electrical energy generated during the peak 
periods is more expensive than those during off-peak periods, as measured both 
in cost and in fuel consumption per unit of energy generated. One way in which 
to reduce peak consumption of electricity is to control certain household utilities, 
with permission of the consumer. The consumer who enrols in the plan may 
enjoy a monthly reduction in the bills via the following methods: electric water 
heaters and air conditioners can be shut off automatically for short periods 
without noticeable effect. With improved technology,air conditioners can be 
recycled on and off every 15 minutes, with no more than a one-degree fluctuation 
in temperature. Cable systems can be used as a communication system to control 
the appliances. However, although the technology is available, it is not 
economically viable for installation in private homes in the near future. 
Home Information Services 
This kind of service is still in its infancy, When fully developed, the 
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contents of newspapers, local libraries, national databases, college courses, and 
maybe even mail will enter American homes via wires. This will be made 
possible by addressable converters with numeric keypad resembling pocket 
calculators, and by the spread of home computers connected to the cable system. 
Information stored in regional or national computers will be made accessible in 
homes through a combination of cable, telephone, and maybe even satellite 
connections. These home information services are considered to be 
comparatively convenient, energy saving, and competitively priced. The most 
common types of home information services are teletext and videotext. 
Teletext And Videotext 
Teletext is a one way-form of communication. Several hundred individual 
frames of information are continuously transmitted in round-robin fashion, and 
the entire sequence is repeated every few seconds, The frames of information 
are accommodated on a portion of the standard television signal called the 
vertical blanking interval, which is normally invisible. Every television channel 
can carry a teletext round-robin in addition to a regular television picture. The 
home viewer, using an interface device with a numeric keyboard, searches 
through menus of subjects, narrowing down the search by accessing increasingly 
specific categories. These services can also be received by home computers 
linked to the cable system. 
Videotext is an interactive form of communication. There is no 
information transmitted until the home viewer requests it. Instead of intercepting 
frames of information being transmitted over television channels in continuous 
cycles, the videotext user summons to the home television screen, frames of 
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information stored in a computer. To do this,the user transmits specific questions 
or codes to the computer, stating what he or she wants, and the computer 
responds by sending the information downstream to the specific terminals only. 
Both Teletext and Videotext have considerable advertising potential and 
can also be used to supply information on products and services. 
‘Home Voting' (Polling) 
Two-way addressable converters with numeric keyboards permit viewers 
to transmit a limited selection of responses back to the ‘headend，in response to 
queries or requests for information made on the screen. The responses of 
viewers are instantly compiled by a computer at the headend, and the tabulations 
are shown immediately on the screen. Hence a television viewer can participate 
in the programmes with a sense of what the other viewers think. Certain kinds 
of television programmes are most suitable for polling, e.g., the entertainment 
value of sports programmes is enhanced because viewers are given the chances 
to predict the results of the matches, suggest game strategies, and judge boxing 
matches. Polling is in principle a programming service offered to subscribers, but 
time can be sold to companies for market research. That is, companies can make 
use of polling to explore markets for products and services, obtain reactions to 
the use of products, and thus would be more able to secure sales and market 
share. 
Home Security 
Using interactive equipment, the home security system will monitor 
subscriber homes for smoke, fire, and intrusion, There is also a ‘panic button' 
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for use during medical emergencies. The entire system will be linked to 
appropriate agencies and medical facilities. If the signal is a false alarm, various 
checks are employed in the system to counteract this problem. Another service 
under this category is the Emergency Warning Device. When the community-
wide alert system is activated, the device sounds in the home. In effect, it alerts 
subscribers to turn on their television sets and tune to a special channel for 
emergency information. While these services do not provide on-cable advertising 
potential, they do offer opportunities for tie-in print promotion. Ideal product 
advertisers are medicines and home care apparatus. 
Video Games 
Video games have also found their way into cable television. ‘Playcable， 
is an all-games channel, offering subscribers 24-hour, 7-days-per-week access to 
a choice of various games at relatively lower prices than video game retail stores. 
% 
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History and Development of Hong Kong Cable TV 
In 1985，the report of The Broadcasting Review Board assessing the long-
term future of the electronic media in Hong Kong suggested that a cable 
television network should be built. It led to a ‘cable battle' among several 
business groups. The result was announced in August 1989. The following is a 
brief chronology of how it started and ended: 
Feb 1986 : Hong Kong Telephone submitted an application for a cable TV 
license. 
Jul 1986 : Hong Kong Telephone planned a subsidiary, Cable Telephone 
Hong Kong (CTHK). The Government invited proposals from 
cable TV operators, and Hutchison Whampoa entered the fray. 
Aug 1986 : British telecommunications giant British Telecom joined forces with 
Hutchison. It took a 40% share (later reduced to 25%) 
Sep 1986 : Seven companies expressed interest, but five eventually faded, 
leaving Hutchison and CTHK to battle it out. 
Oct 1986 : CTHK announced a consortium, launched with $100 million capital. 
Partners included Hongkong Telephone (40%, later reduced to 
38%), Swire(20%), Edko Communications (20%), and Golden 
Harvest(20%). US cable company Viacom International became 
the consultant (later taking a 2% share). 
Nov 1986: Hutchison Whampoa formed Hutchison CableVision (HCV). 
Feb 1987 : A Government review of its telecommunications policy led to a 
delay in the announcement of a successful bidder. 
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Jul 1987 ： Government announcement of having hired consultants to study the 
overall telecommunications development and cable television in 
Hong Kong. 
Oct 1988 : CTHK withdrew from the race because of Government insistence 
that a second network must be created. Hutchison became the sole 
bidder. 
Jan 1989 : A consortium led by Wharf Holdings and US telecommunications 
operator, US West, expressed an interest in tender. 
Feb 1989 : Four groups submitted tenders including HCV, Hong Kong Cable 
Communications (HKCC) formed from the Wharf Holdings' 
consortium, Windows Television System, and Supertech 
International Resources. 
Apr 1989 : The four bidders presented proposals to the Broadcasting Authority. 
HKCC seemed to be the only challenge to HCV. The other two 
bidders faded out. 
Jul 1989 : Broadcasting Authority recommendation on who should operate 
Hong Kong's first cable television network goes to the Executive 
Council for approval. The final Executive Council decision was 
postponed twice because of the China crisis in June 1989. 
Aug 1989: And the winner is HKCC. 
Cable Television was a simple enough road to take. The technology is 
hardly new, and there were many existing examples overseas to demonstrate the 
profitability of cable. The heated competition for the cable TV franchise is not 
due to 24-hour-a-day multi-channel programming being sent down a wire. Rather 
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it is the establishment of a second telecommunications network that put dollar 
signs in the eyes of cable franchise bidders. 
Once a cable network is established, it would be a relatively simple 
process to start carrying out other telecommunications services on the network 
as well -- on top of television programming. This would be in direct competition 
with the much-guarded telephone and other communication services offered by 
Hongkong Telephone as HK Telephone's monopoly franchise expires in 1995. 
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Advertising on Cable Television 
Information of Cable Television Subscribers 
According to studies made by Mediamark Research Incorporated in the 
United States in 1985，cable subscribers were more than two years younger than 
the average population, subscribing households had higher than average incomes 
:31% higher for females, and 17% for males. The study also indicated that, of 
households with incomes ranging in the top 10%, those with two or more wage 
earners aged between 18 to 34 and without children were 37% more likely than 
the average population to subscribe to cable television. 
Cable Television v.s. Traditional，Television with respect to Advertising 
According to Ronald B. Kaatz, in his book "Cable: An Advertiser's Guide 
to the New Electronic Media", there are various advantages of advertising on 
cable television. Viewed in the context of all media, cable television offers a 
variety of highly specialized programming that allows advertisers to zero-in on 
highly targeted audiences that might otherwise be hard to reach. Cable 
advertising is available at relatively low cost per advertising unit. This allows 
marketers who cannot afford high television advertising rates to benefit from 
cable television's visual and audio communications potentials. In addition, cable 
television has the ability to provide high frequency of exposure to an advertiser's 
prospects throughout the day, and offers flexible message lengths that meet 
advertiser communications needs rather than broadcast time limitations. Cable 
also offers program sponsorship opportunities with advertiser identity. The 
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program becomes more than merely a commercial carrier. Cable provides 
product/service exclusivity in programmes at affordable out-of-pocket 
expenditures. Cable offers opportunities for advertisers to test creative ideas at 
relatively low media costs. Direct response offers provides advertisers to tie-in 
advertising messages. Cable is highly localised and can provide advertising 
support for franchises, dealer organisations, and wholesale and retail sales forces. 
In a nutshell, cable television offers the visualization of television, the targeted 
formats and specialization of magazines, low unit costs and frequency of radio 
broadcasts, and the local interest and appeals of newspapers. 
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Company Profile - Hong Kong Cable Communications 
Hong Kong Cable Communications (HKCC), winner of the $5.5 billion 
contract, is composed of five partners. 28 percent of the shares is held by Wharf 
(Holdings) Limited. US West is one of the two foreign partners in HKCC, 
holding a share of 25 percent. Sun Hung Kai Properties Ltd has a share of 27 
percent, Shaw Brothers Ltd (Hongkong) 10 percent and Coditel SA 10 percent. 
HKCC is going to invest $4 billion in the first five years in setting up the 
network, and expects to reach a break-even point in seven years' time. HKCC 
has promised to charge a one-off installation fee of $240 per television outlet, 
and a monthly subscription fee of $120 per outlet. The company also undertook 
to maintain those fees for the first two years and not to exceed $285 for 
installation and $143 a month for subscription in the third year. By the fifth year 
of operation, HKCC will be offering 28 channels, of which seven are in English. 
HKCC will start its operations in early 1991. The Wharf Group-led 
consortium has a target penetration of around 1.5 million homes. According to 
Government regulations, there must be cable facilities for 200,000 subscribers 
by January 1991, and 1.2 million by 1995. At the start, the recipients of the cable 
service has been restricted to three areas, namely Taikoo Shing, Kwun Tong, and 
the mid levels. HKCC will initially offer 20 channels, i.e. the four existing TVB 
and ATV channels, and 16 brand new channels. Some channels will broadcast 
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24 hours daily, and HKCC has committed to produce locally, 33 hours of 
programming. Within a period of five years, the number of channels will be 
increased to 32. 
Product Profile 
Programming 
Initially, when Hong Kong Cable Communications starts its operations in 
early 1991，it will offer some 20 channels including four existing television 
channels: TVB-Jade, ATV-Home，TVB-Pearl and ATV-World. Hong Kong Cable 
Communications' future channels, as expressed through its press releases and 
publications, will cover a wide spectrum of TV programmes: entertainment, 
information, education and interactive services. These channels will be offered 
in packages. The proposed channels are shown in Appendix 4. 
Below are the details of some of the channels (Basic Package) already 
decided upon: The flagship will be the Cantonese news station Hong Kong 
Update, which will feature everything the newspapers will provide, including court 
reports, news, financial analysis, 10-minute news bulletins every hour, and 
‘audience participation shows'. In other words, this is an 'infotainment' channel. 
Showreel is another Cantonese channel, showing local Cantonese as well as 
Mandarin and Japanese films 24 hours per day. As Sir Run Run Shaw owns 10% 
of HKCC,there is a strong chance that his Shaw Brothers Studio will be the film 
supplier. For children, there is a Cantonese channel called Kidsworld, featuring 
programmes ranging from news presented by youngsters, to homework tutoring, 
and wholesome cartoons and movies. The Music Channel will show videos to 
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provide popular musical entertainment. Another Cantonese channel, Drama 
Theatre, operates 24 hours per day, featuring dubbed Western and Asian films 
(including those from Taiwan, Malaysia, Singapore and Hong Kong). The 
educational channel World Adventure shows four hours of recycled, mostly 
English language documentaries, again dubbed into Cantonese ( with one hour 
on Taiwan and/or China). Entertainment Channel operates in English, showing 
movies, series and music videos between shows. In this channel, a Variety of 
programs never before featured on Hong Kong television，is offered. Another 
English channel is news exclusive. HKCC tends to bid for the CNN news feed 
when its contract with ATV expires. Several channels will offer text with 
computer graphics, including Story Time and Finance Market. From Story Time, 
using sophisticated video graphics, children can learn to read their favourite 
stories. Finance Market will provide up-to-the-minute stock market and currency 
information. Moreover, two interactive channels are promised. The following 
channels are mooted: a channel exclusively for the Government, featuring courses 
from the new Open Learning Institute; Dialects Channel featuring music, opera 
and drama made in many Chinese dialects such as Shanghainese, Chiuchow and 
Fukienese; a Home Learning Channel, an International Channel (for minorities), 
a Classics Channel, and finally, Exploration Channel showing English 
documentaries. 
In addition, there are premium services, At an extra charge (pay-per-
view), come Sportsnet and Home Cinema, both in English. The films shown in 
the latter channel are newly released ones (produced within five years). To enjoy 
these premium services, subscribing households need to pay an extra $120 per 
month per outlet. There will also be two interactive channels, The Events 
COMPANY 
Channel and The Action Channel allowing endless opportunity for learning, 
entertainment and future development of other services. 
Advertising 
Depending purely on one source of revenue, namely, subscription, is not 
only unfeasible, but also non-competitive. In order to break-even in seven years, 
as expressed in Hong Kong Cable Communications' press releases, advertising 
sales will surely be another major source of revenue apart from subscription. Up 
to this moment, no decision has been made on which channels will offer 
advertising spots. It is highly likely that all of the proposed channels will be 
potential advertising revenue generators. 
The special characteristics of cable TV, namely specialized viewer profile, 
lower absolute cost, and affluent viewers, will attract advertisers. The result may 





Stepping into the 90s，we are facing an increasingly sophisticated and 
multi-layered media scene in which we are communicating. Figure 4.3.1 briefs the 
current situation in Hong Kong. ‘ 
Figure 43.1 
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Television has been a hot battlefield. There are two TV companies, each 
running one Chinese and one English channel. In spite of their growing 
popularity, English channels stay in a minor position in the marketplace. 
Although TVB-Jade remains the strongest channel in terms of reach and 
ad revenue, ATV-Home has strove hard to compete, and has succeeded in seizing 
considerable viewership and ad revenue. The TV market had become even more 
competitive since ATV named a new CEO in 1989. Ms Selina Chow, the once 
TVB-General Manager and a prominent figure in the TV and political scene, has 
brought vitality and helped to attract new capital into ATV. As a result, both 
the quality of programme and morale have been boosted. It is foreseen that the 
market shares will be more balanced in terms of reaches and ad revenues. 
From Figure 4.3.2, it can be seen that there is a large difference in the 
penetration of the four TV channels. TVB-Jade reached 88% (peak rate) of the 
population while its direct competitor, ATV-Home could only reach 33%(peak 
rate). Moreover, Table 4.3.1 shows that the English channels (TVB-Pearl and 
ATV-World) viewers were concentrated in the higher income groups, while the 
Chinese channels viewers were more evenly distributed. 
The advertising rates of the four existing channels more or less reflect 

































































































































Percentage Within Category 
Sex 、 Universe T V B ] ATV>G TVB-P ATV-D 
(‘000) (%) (%) (%) (%) 
Male 2,376 87 34 9 2 
Female ^ ^ 32 8 1 
Age Group 
9 - 14 496 95 25 6 1 
15-24 - 1,023 88 28 15 2 
25-34 1,079 86 32 11 2 
35-44 621 84 37 9 2 
45-54 517 88 37 4 1 
55+ 858 88 37 2 • 
Household Income 
$20,000 & Over 160 62 22 38 11 
$10,000- 19,999 436 82 29 18 3 
$ 7,500- 9,999 450 88 33 9 2 
$ 6,000- 7,499 608 91 32 9 1 
$ 4,000- 5,999 1,559 92 36 7 • 
Under $4,000 1,122 86 33 - 3 1 
• Less than 0.5% 
Source: SRH Media Index 
I 
Table 4.3.1 
CHINESE C H A N N E L S 
Rate Class TVB-J (RC#22 J7) ATV-G ( R C # 6 C7) 
— (HK$) (HK$) 
SI 51,490 18.340 
P4 42,920 15,290 
F3 37,340 12.570 
F2 32,470 10,200 
Fi 28,190 8,500 
FB 25,810 -
R2 23.570 -
R1 15,670 7,080 
Duration: 30-sec 
ENGL ISH CHANNELS 
Rate Class TVB-P (RC#22 P5) ATV-D(RC#6 E5) 
“ (HK$) (HK$) 
SI 7,960 7,920 
F4 6,230 — 
F3 5,420 5,870 
F2 4,710 4,230 
Fi 3,500 3,210 
FB 3,240 -
R2 2,960 -









Population by Age、 Table 4.3.3 
Household Income^: Table 4.3.4 
Gross Domestic Product、HK$427,313 million 
Per capita GDpi: HK$75,214 
1 Mid-1989 
Source: Hong Kong Monthly Digest of Statistics, August 1989 
2 1986 By-Census 
Source: Hong Kong Annual Digest of Statistics, 1988 
Table 4.3-3 
POPULATION AND MORTALITY STATISTICS 
ES I IMATED POPULATION BY ACE GROUP ATiIVllD-1989 
Male Female Total 
Age group No. % No. % No. % 
0-4 202 800 3.5 187 700 3.3 390 500 6.8 
5-9 227 000 3.9 210 700 3.7 437 700 7.6 
10-14 222 900 3.9 205 100 3.6 428 000 7.5 
15-19 229 800 4.0 209 100 3.6 438 900 7.6 
20-24 259 200 4.5 252 600 4.4 511 800 8.9 
25-29 318 300 5.6 311 100 5.3 629 400 10.9 
30-34 306 600 5.3 292 400 5.0 599 000 10.3 
35-39 250 900 4.4 230 200 4.0 481 00 8.4 
40-44 190 100 3.3 164 700 2.9 354 800 6.2 
45- 49 129 100 2.2 106 900 1.9 236 000 4.1 
50- 54 143 400 2.5 123 100 2.1 266 500 4.6 
55-59 140 000 2.4 124 900 2.2 264 900 4.6 
60 64 117 900 2.0 114 400 2.0 232 300 4.0 
65- 69 90 400 1.6 95 500 1.7 185 900 3.3 
70-74 61 900 1.1 73 500 丨.3 135 400 2.4 
75 and over 59 300 1.0 109 900 1.8 169 200 2.8 
Total 2 949 600 51.2 2 811 800 48.8 5 761 400 100.0 
Source: Hong Kong Monthly Digest of Statistics, August 1989 
t 
T a b l e 4 . 3 . 4 
2.7 Domestic Households by Monthly Mouscholil Income 
I 1971 1976 1981 1986 
Monthly household income (11 K$) Census By-ccnsus Census By-census 
• I _• I 11 I — i.i . I 
i , U n d e r 6 0 0 3 3 7 0 8 1 9 7 8 2 0 6 7 4 6 5 2 7 8 9 6 
丨 6 0 0 - 9 9 9 2 6 5 9 9 6 1 7 8 9 4 0 5 0 9 5 2 2 5 0 3 0 
I ' . 0 0 0 - 1 , 4 9 9 1 4 3 5 5 1 2 3 1 5 1 0 1 1 3 2 7 1 3 6 1 6 4 
1 , 5 0 0 - 1 , 9 9 9 4 0 3 8 4 1 5 4 0 8 0 1 2 3 7 4 9 52 1 9 9 
2 , 0 0 0 - 2 , 4 9 9 2 8 3 3 3 9 8 8 1 0 1 5 7 2 5 6 8 1 0 6 7 
2 , 5 0 0 - 2 , 9 9 9 j 5 5 9 2 0 1 2 0 4 4 9 7 8 6 I U 
3.000-3,999 200 290 i im 201 
\ 4 , 0 0 0 - 4 , 9 9 9 1 0 2 1 4 0 1 2 4 5 7 6 h 8 7 4 2 7 
； 5 , 0 0 0 - 5 , 9 9 9 8 4 7 0 5 \ 5 3 4 4 4 
i 6 , 0 0 0 - 6 , 9 9 9 5 4 9 3 6 4 1 8 2 4 6 
: 7 ， 0 0 0 - 7 ’ _ 
i 8 ’ _ - 8 , 9 9 9 I 2 5 6 3 5 7 1 8 5 7 
: y ’ 0 0 0 - 9 ’ 9 9 9 1 7 1 0 7 5 3 7 7 4 
“ 1 0 , 0 0 0 - 1 1 , 9 9 9 ] • 7 9 4 9 0 
产 6 3 9 0 I 3 9 3 7 5 
1 2 . 0 0 0 - 1 4 , 9 9 9 J 6 6 7 0 9 
； 1 5 , 0 0 0 - 1 9 , 9 9 9 1 6 0 0 1 2 2 5 0 5 3 4 1 2 
I 2 0 , 0 0 0 and over J 2 7 9 0 1 6 0 3 6 6 6 9 3 0 
i 
i Total 857 008 952 580 1 244 738 1 452 576 
S o u r c e : Hong Kong A n n u a l D i g e s t o f S t a t i s t i c s 1988 
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Advertising 
The continually increasing adspend pie hit HK$4.7 billion (US$602 
million) in 1988. Figure 4.3.3 and Figure 4.3.4 show the annual adspend and the 
increases in Hong Kong from 1984 to 1988. Table 4.3.5 shows the total 
advertising expenditure by media in the same period. Television got the largest 
advertising market share (55%) although it had the slowest growth in dollar terms 
in 1988 (16%). This decline appears to be a continuation of a trend that began 
in 1983，when TV claimed 75% of the ad pie. Cinema (54%), magazine (35%), 
radio (35%) had ad revenue growth more than that of the big pie holder. Thus, 
it can be seen that there is a tendency towards a more balanced distribution of 
ad revenue. 
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In 1988，tobacco was the top advertiser in Hong Kong (Table 4.3.6), 
followed by Travel/overseas accommodations and watches. The scene will be 
changed as tobacco advertising will be eventually banned on TV towards the end 
of 1990. 
Figure 43.6 
Top Ten Advertisers by Category in Hong Kong (1988) 
HK$ million 
1. Cigarettes 317.5 
2. Travel/Overseas Accommodation 287.2 
3. Watches 186.6 
4. Movies/Concert/Drama 165.1 
5. Residential Estate 118.6 
6. Wine 111.4 
7. Department Store 108.8 
8. Restaurant 72.8 
9. TV/Video 87.1 
10. Communication Equipment 82.3 
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Future Development 
Besides Cable TV, three media are likely to join the Hong Kong media 
scene in the near future. Teledifusao de Macau (TdM), the only radio and TV 
broadcasting house in Macau, is strengthening its broadcast wave to cover most 
of the areas of Hong Kong. 
Another telecommunication tool entered the scene when the AsiaSat-l, 
Asia's first privately owned satellite, blasted into space on April 7 this year. 
AsiaSaM has a capacity to serve virtually all Asian areas excluding the 
Philippines and Indonesia. Hutchison Whampoa, one of the original bidders of 
Hong Kong's first cable TV franchise, has an equity investment in the satellite 
project. It is not surprising that the conglomerate will embark upon broadcasting 
business even across Asian boarders with its access to the satellite. In fact, 
Capital Communications, a Hong Kong based company, has already bought two 
transponders (channels) from AsiaSat that gives it the exclusive right to set up 
an MTV-style music show. 
Last year (1989), the Hong Kong Government announced that it was 
considering a second commercial radio licence. Almost immediately, several 





Cable has a dual revenue stream, receiving income from both advertising 
and subscription fees. Thus, the customers can be divided into two categories: 
advertisers and advertising agencies, and household subscribers. To gather 
relevant information about these two groups, two separate marketing research 
surveys were conducted during March and April '90. This research aimed at 
collecting information for conducting market profile analysis and formulating 
marketing strategies. 









The decision objectives of this research were to identify potential markets ‘ 
(advertiser/agencies), to forecast the future media mix when cable TV is running, 
and to formulate the market strategies in the aspects of pricing, promotion and 
product. This information will ultimately help to position the company in the 
market. 
In order to fulfil the decision objectives, the research objectives were to 
determine how and why cable TV advertising will be used and to forecast the 
usage pattern of cable TV advertising in the first few years' operation. 
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Research Design 
As our objectives were to study relationships and describe situations for 
the new cable television services, a descriptive study was used. 
A two stage sampling method was used to collect data. Stage one was an 
unstructured survey of an advertiser and an advertising agency, to gather basic 
information and data. This information was fodder for stage two, the mail 
questionnaire survey. In order to increase the response rate, a telephone call 
‘alert，was made before mailing the questionnaire and a self-stamped-addressed 
envelope was provided. 
The questionnaire survey was undisguised, and the sampling frame 
included all the advertisers and advertising agencies in Hong Kong. 50 agencies 
and 50 advertisers were selected. These companies were identified using sources 
from 4A，s (Acredited Association of Advertising Agency) and advertising 
publications. The research was targeted at the media directors (for agencies), 
and marketing directors (for advertisers) or similar positions. 
Criteria in choosing them in this convenience sample were their willingness 
to cooperate, size of the companies,and their likelihood to use cable television 
advertising. A range of sizes of companies was represented and advertisers of a 
variety of products were selected. 
Data Collection Instrument 
A mail questionnaire was selected as the data collection method. The 
questionnaire was divided into three sections. The Company section was used to 
collect demographic data while the Advertising section was used to explore the 
current advertising status of the respondent. Finally, the Cable Advertising 
COMPANY 
section was used to determine the attitudes of the respondents towards cable 
advertising and the forecast of future media mix. The final version of the 
questionnaire is shown in Appendix 3. 
Response 
A total of 100 questionnaires (50 for advertisers and 50 for advertising 
agencies) were mailed, and 27 (27%) were returned. The breakdown is shown as 
follows : 
No. sent No. of responses % 
Advertisers 50 11 22 
Advertising agencies 50 16 32 
Total 100 27 27 
Research on Household Subscribers 
Objective 
The decision objectives of the household research were to identify 
potential markets (households) and to formulate marketing strategies in the areas 
of pricing, promotion and product/services towards the household subscribers. 
The research sought to identify the demographics of potential households, explore 
their attitudes towards cable TV's programmes, and determine their time-
spending patterns on various media. 
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Research Design 
Similar to the Agency/Advertiser research survey, a first-step approach was 
to talk to three households, and then utilize their responses for input for the 
questionnaire phase. This was also a mail study, and a self-addressed-stamped 
envelope was provided to increase the response rate. 
The sampling frame of this survey included all the households along the 
first stage cable network, in Taikoo Shing; a sample size of 200 households of 
the Fu Tien Court in Taikoo Shing were chosen. 
Data Collection Instrument 
The questionnaire was divided into two sections. The first section was 
used to explore the respondents' attitudes towards cable television, the 
respondents' time-spending pattern on media, and the families' preference for 
television programmes. The second section was used to determine the 
demographics of respondents. The Chinese and English versions of the 
questionnaire are shown in Appendices 1 and 2 respectively. 
Response 




FINDINGS AND INTERPRETATIONS 
Research on Agencies/Advertisers 
Response and Demographics of Respondents 
We received 27 completed Agency /Advertiser questionnaires (27%) out 
of a hundred sent out. Seventeen (34%) were from advertising agencies and ten 
(20%) were from advertisers (Q.l). 71% of the responding agencies and 60% of 
the responding advertisers were multinational corporations which had a wide 
range of sources of capital, e.g. Hong Kong, the U.S., the U.K.(Q.2). Half of the 
responding advertisers and 35% of the responding agencies were publicly listed 
(Q.3). The respondents covered a variety of products. For the advertiser group, 
it covered retail, automotive, food, soft drink/snack, tourism and office 
machine/computer. The agency group covered retail, business/consumer service, 
food, entertainment, household, financial/property, garment, household 
equipments, sporting goods and airline businesses. In spite of the fact that the 
respondents may have more than one product/service, they were advised to 
choose only one in answering the questionnaire. 
Advertising 
Within the advertiser group, 45% of the respondents had in-house 
departments to handle media planning (Q.6). 
Both groups showed the largest amount of advertising on TV (mean %: 
COMPANY 
36% for agencies and 38.9% for advertisers). Compared with the total market 
analysis in Market Profile (page 26), the respondents showed a relatively more 
balanced allocation of advertising expenditure. TV was followed by Newspapers. 
The findings are summarized in Table 5.1.1. The 'others' category included 
cinema, exhibition and door drops. 
Among the agencies, Cost-per-thousand remained the most popular 
evaluation factor for media advertising with Gross Rating Points and Average 
Frequency following suit. Among advertisers, however, Gross Impressions was 
most popular, followed by Cost-per-thousand and Average Frequency (Q.8). The 
results are shown in Table 5.1.2. 
Concerning advertising media employed, advertisers had more centralized 
mean scores of attitudes towards different media. TV, newspapers and magazines 
were most satisfactory to both groups. TV and newspapers were best for agencies 
and advertisers respectively. Direct mail and magazine were the least satisfactory 
for agencies and advertisers respectively (Q.9). Table 5.1.3 shows their scores. 
Cable Advertising 
80% of the responding advertisers showed a 'likeiy' inclination towards 
cable advertising and 60% of respondents showed the same inclination (Q.IO). 
The results are shown in Table 5.1.4. 
Both groups considered the greatest benefits of cable advertising as having 
specialized programmes and targeted audience.(Q.12), as shown in Table 5.1.5. 
Average projections of 4% and 8% of total adspend were indicated by the 
agencies and advertisers respectively. Compared with the current adspend 
distribution, it may be radios and newspapers that will lost most to cable (Table 
• Table 5.1.1 Advertising Expenditure Distribution 
Mean %: 
Media Agency Advertiser 
Television 36.0 38.9 
Radio 6.5 4.5 
Newspapers 30.5 27.7 
Magazines 14.0 14.0 
Direct Mail 3.0 3.1 
Outdoor 4.0 4.2 
Transit 3.0 1.6 
Others 3.0 6.0 
100 100 
Table 5.1.2 Number of Agencies and Advertisers using Different Media Evaluation Methods 
Number using: 
Evaluation Method Agency Advertiser 
Cost-per-thousand 15 6 
Gross Rating Points 14 3 
Average Frequency 14 6 
Reach 12 0 
Cost-per-rating Point 9 1 
Gross Impressions 9 7 
Effective Reach 1 4 
Exposure Distribution 1 0 
Others 1 1 
Table 5.1.3 Satisfaction Scores Towards Different Media 
Mean Score: 
Media Agency Advertiser 
Television 4.00 3.38 
Radio 2.64 2.89 
Newspapers 3.50 3.86 
Magazines 3.27 2.63 
Direct Mail 2.54 3.40 
Outdoor 2.92 3.14 
Transit 2.70 3.00 
Others 2.67 3.00 
5 means most satisfactory 
1 means least satisfactory 
Table 5.1.4 Likelihood to Advertise on Cable TV 
Likelihood | Agency Advertiser 
Certainly Not 0% 10% . 
Unlikely 27% 10% 
Likely 60% 80% 
Certainly 13% 0% 
100% 100% 
Table 5.1.5 Attitude Towards Benefits of Cable Advertising 
Agency Advertiser 
Benefit Mean Score Ranking Mean Score Ranking 
Specialized Programme 4.19 1 3.78 1 
Targeted Audience 4.00 2 3.70 2 
Affluent Audience 3.56 3 3.60 3 
Low Absolute Cost 3.47 4 3.22 4 
Low CPM 3.27 5 2.88 5 
Test Marketing 3.25 6 2.67 6 
5 means most satisfactory 
1 means least satisfactory 
了 a b l e 5.1.6 Current and Projected Adspend Distribution 
Agency Advertiser 
Media % Now % 3 Years +/— % Now % 3 Years +/— 
Television 36 40 4 39 38 -1 
Cable Television 0 4 4 0 8 8 
Radio 6 2 -4 5 4 -1 
Newspapers 31 27 -4 28 24 -4 
Magazines 16 16 0 14 15 1 
Direct Mail 3 2 - 1 3 5 2 
Outdoor 3 2 - 1 4 4 0 
Transit 3 5 2 2 1 -1 
Others 2 2 0 5 1 -4 
100 100 100 100 
47 
5.1.6). 
Agencies were more inclined to cable advertising on movies, news/current 
1 
affairs and sports programmes, while advertisers would more likely to choose 
movies, sports, and music programmes (Q.14).(Table 5.1.7) 
Table 5.1.7 Choice of Channels 
Agency Advertiser 
Channel Frequency % Frequency % 
Movies 12 21.43% 1 12.50% 
News & Current Affairs 10 17.86% 4 7.14% 
Sports 9 16.07% 6 10.71% 
Music 8 14.29% 5 8.93% 
Entertainment 6 10.71% 4 7.14% 
C h i l d r e n ' s 5 8 . 9 3 % 1 1 - 7 9 % 
Adult's 4 7.14% 2 3.57% 
Educational 1 1-79% 2 3.57% 
Others 1 1.79% 0 0.00% 
Classics & Arts 0 0.00% 0 0.00% 




Research on Household Subscribers 
Response and Demographics of Respondents 
45 household questionnaires were received, which represented a 22.5% 
response rate. 27 (60%) of questionnaires were filled in by males (Table 5.2.1) 
and most of them (53%) were aged between 31 to 40 (Table 5.2.2). 76% of the 
respondents had college or university qualifications (Table 5.2.3). Only 13% of 
the respondents were not married and lived with their family while the remaining 
87% were married (Table 5.2.4). 75% of the responding households earned over 
$25,000 monthly (Table 5.2.5). The average household size of the respondents 
was 3.9 (Table 5.2.6). In the study, 100% (45) of the respondents knew that the 
first cable TV system would be introduced to Hong Kong in the near future 
(Table 5.2.7). Among the 45 respondents, 19 (42%) of them were interested in 
subscribing to cable TV services, 8 (18%) of them were not, and 18 (40%) did 
not know (Table 5.2.8). 
Factors Affecting Decisions About Subscribing to Cable TV 
From the survey, it was found that availability of information (mean score 
5.8) and variety of programmes (5.52) were the two most important factors 
affecting respondents' decisions about subscribing to cable TV services. On the 
other hand, the no-advertising feature of cable TV received the lowest mean 
score (3.39). The subscription fee and initial installation price ranked the fifth 
and sixth amongst the seven factors (Table 5.2.9). In order to further examine the 
Table 5.2.1 ： Demographics ： Sex 
Sex Frequency % 
Male 27 60 
Female 18 40 
45 100 
Table 5.2.2 : Demographics : Age 
Age Frequency % 
Below 2 0 3 7 
2 1 - 3 0 5 11 
31 一 40 24 53 
41 一 50 11 24 
Over 51 2 4 
45 100 
Table 5.2.3 : Demographics : Education 
Education Frequency % 
No formal ed. 0 0 
Primary 0 0 
Secondary 9 20 
Matriculation 6 13 
Tertiary or above 30 67 
45 100 
Table 5.2.4 ： Demographics ： Marital Status 
Marital Status Frequency % 
Single, live with relatives 6 13 
Single, moved out 0 0 
Married 39 87 
Others 0 0 
45 100 
Table 5.2.5 : Demographics : Household age distribution 
Age Frequency % 
10 or below 32 18 
11-20 32 18 
21-30 22 12 
31-40 50 28 
41-50 20 11 
51 or over 21 12 
177 100 
Average household size = 177/45 = 3.98 
Table 5.2.6 : Demographics : Income 
Income Frequency % 
Over $5000 0 0 
5000 - 10000 0 0 
10001 - 15000 2 4 
15001 - 20000 4 9 
20000 - 25000 5 11 
25001 一 30000 14 31 
Over 30000 20 44 
45 100 
Table 5.2.7 ： Knowledge on introduction of Cable TV to Hong Kong 
Answer Frequency % 
Yes 45 100 
No 0 0 
45 100 
Table 5.2.8 : Interest in subscribing to Cable TV services 
Answer Frequency % 
Yes 19 42 
No 8 18 
Don't Know 18 40 
45 100 
Table 5.2.9 : Factors affecting decision about subscribing to 
Cable TV 
Factor 1 2 3 4 5 6 7 Mean Score 
Avail, of info. 1 1 1 4 9 8 20 5.80 
Variety of programs 2 2 3 4 6 7 2 0 5.52 
Special services 1 2 1 8 9 11 12 5.34 
Innovative programs 4 1 1 8 5 9 16 5.27 
Subscription fee 3 3 4 8 3 0 23 5.20 
Initial installation price 3 3 5 6 4 5 18 5.09 
No advertising 15 5 4 5 5 3 7 3.39 
Others 0 0 0 0 0 0 0 0.00 
7 means the most important 
1 means the least important 
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relationships, all respondents were classified as potential subscribers, less-
potential subscribers, or possible subscribers according to their answers to 0.2. 
Those who answered "YES" in Q.2 were defined as potential subscribers. 
Respondents who answered "NO" were called non-potential subscribers while 
those who answered "Don't Know" were possible subscribers. Table 5.2.10 looks 
at factors of each of these three groups, and the summary of the results is shown 
in Table 5.2.11. 
Subscription fee, initial installation price and special services were less 
important for potential subscribers than non-potential subscribers. Availability 
of information and variety of programmes were still the two most important 
factors for potential subscribers and possible subscribers. The concern of no 
advertising was the least important factor for all the three groups. Generally 
speaking, the mean score of most factors of the non-potential group was higher 
than that of the potential group and possible group. This implied that the non-
potential group was more concerned about the various factors. 
Media Time Spending Pattern 
Gossip (21%), Financial & Business (20%) and International News (20%) 
magazines were the three major magazines for the respondents (Table 5.2.12). 
Scientific (5%) and Children's magazines (7%) received the least readership. 
The five most frequently read newspapers were The South China Morning Post 
(20%), Ming Pao (20%), Sing Pao Daily News (18%), Hong Kong Economic 
Journal (16%), and Oriental Daily News (11%) (Table 5.2.13). 
With regard to Table 5.2.14, the responding households spent most of 
their television viewing time on News & Public Affairs (17%), Overseas Movies 
Table 5.2.10 ： Factors affecting decision about subscribing to 
Cable TV 
Those who answer "YES" in Q2 : 
Factor 1 2 3 4 5 6 7 Mean Score 
Avail, of info. 0 0 1 3 4 3 8 5.74 
Variety of programs 0 1 1 3 3 3 8 5.58 
Special services 0 1 0 2 6 6 4 5.47 
Innovative programs 0 1 1 5 2 4 6 5.32 
Subscription fee 1 3 3 4 1 0 7 4.53 
Initial installation price 1 3 4 3 1 2 5 4.37 
No advertising 9 0 2 2 3 1 2 3.05 
Those who answer "NO" in Q2 : 
Factor 1 2 3 4 5 6 7 Mean Score 
Special services 0 0 1 0 0 0 6 6.43 
Avail, of info. 0 1 0 1 0 0 5 5.86 
Initial installation price 1 0 0 1 0 0 5 5.71 
Innovative programs 1 0 0 1 0 1 4 5.57 
Subscription fee 1 0 0 1 1 0 4 5.43 
Variety of programs 1 0 0 1 2 0 3 5.14 
No advertising 3 3 0 0 0 0 1 2.29 
Those who answer "DON‘T KNOW" in Q2 : 
Factor 1 2 3 4 5 6 7 Mean Score 
Avail, of info. 1 0 0 0 5 5 7 5.83 
Initial installation price 1 0 1 2 3 3 8 5.61 
Variety of programs 1 1 2 0 1 4 9 5.61 
Subscription fee 1 0 1 3 1 12 0 5 . 1 7 
Innovative programs 3 0 0 2 3 4 6 5.11 
Special services 1 1 0 6 3 5 2 4.78 
No advertising 3 2 2 3 2 2 4 4.17 
Table 5.2.11 ： Summary of factors on potential, possible and 
non—potential subscribers 
Mean Score 
Factor YES NO D.K. <- Answer 
Q . 2 
Avail. of info. 5.7 5.9 5.8 
Variety of programs 5.6 5.1 5.6 
Special services 5.5 6.4 4.8 
Innovative programs 5.3 5.6 5.1 
Subscription fee 4.5 5.4 5.2 
Initial installation price 4.4 5.7 5.6 
No advertising 3.1 2.3 4.2 
Table 5.2.12 : Magazine readership 
Magazine Frequency % 
Gossip 20 21 
International News 19 2 0 
Financial & Business 19 20 
Leisure 14 15 
Women 9 9 
Children 7 7 
Scientific 5 5 
Others 3 3 
96 100 
Table 5.2.13 : Newspaper readership 
Newpapers Frequency % 
SCMP 20 20 
Ming Pao Daily News 20 2 0 
Sing Pao Daily News 18 18 
HK Economic Journal 16 16 
Oriental Daily News 11 11 
Sing Tao Jih Pao 7 7 
HK Economic Times 5 5 
Express 2 2 
Others 1 1 
Sun Daily News 1 1 
Tin Tin Daily News 1 1 
Hong Kong Standard 0 0 
102 100 
Table 5.2.14 ： Mean time spending of families on TV programmes 
TV programme Frequency % 
News & public affairs 9.9 17 
Overseas Movies 7.3 13 
Musical 6.6 11 
Children 6.6 11 
Local firms 6.2 11 
Sports 5.9 10 
Others 5.4 9 
Education 5.3 9 
Women 4.6 8 
57.8 100 
Table 5.2.15 : Video cassette recorder ownership 
Answer Frequency % 
Yes 41 91 
No 4 9 
45 100 
Table 5.2.16 : Families‘ opinion of TV programmes 
Programme 1 2 3 4 5 Mean Score 
News & Public Affairs 0 0 2 10 33 4.69 
Oversea Movies 0 4 12 16 9 3.73 
Sports 2 6 14 9 7 3 . 34 
Local firms 0 8 15 18 2 3.33 
Popular Music 2 7 17 11 4 3 .20 
Education 1 10 17 11 3 3.12 
Children's 9 10 7 13 2 2.73 
Women ‘ s 9 17 8 4 0 2.18 
Classics 13 9 6 6 0 2.15 
5 means the most preferred 
1 means the least preferred 
COMPANY 
(13%), Musicals (11%) and Children's programmes (11%). However, they only 
spent 8% of their television viewing time on Women's programmes. 
From the survey, we found that 41 (91%) of the responding households 
owned a video cassette recorder (Table 5.2.15), which suggests that the cable 
company, by offering superior programmes, can attract more subscribers because 
they can use their video cassette recorders to record the programmes, and then 
view them at a convenient time of their choice. 
Families's Opinions of TV Programmes 
The most preferred TV programmes were the News & Public Affairs and 
Overseas Movies, while the least preferred were Women's and Classics (Table 
5.2.16). And this result agreed with their current mean time spending on these 
TV programmes (Table 5.2.15). 
Again, the respondents were divided into three groups, namely potential, 
possible and non-potential subscribers according to their answer to Q.2. The cross 
tabulations on these three groups and the summary are shown in Tables 5.2.17 
and 5.2.18. It was found that News & Public Affairs programmes were the most 
preferred for all the three groups and their mean score ranged from 4.7 to 4.8. 
Classics programmes were considered as the least preferred programme amongst 
each of the three groups (Table 5.2.18). For potential subscribers, the Overseas 
Movies (score 3.8), Sports (3.5), Local Movies (3.4) and Education (3.2) were 
ranked above average. 
Table 5.2.17 ： Families' opinion for TV programmes 
Those who answer "YES" in Q2 : 
Programme 1 2 3 4 5 Mean Score 
News & Public Affairs 0 0 0 6 13 4.68 
Oversea Movies 0 2 4 7 5 3.83 
Sports 1 2 5 5 4 3.53 
Local firms 0 3 6 9 1 3.42 
Education 1 3 6 6 1 3.18 
Popular Music 2 3 8 4 0 2.82 
Children's 6 5 3 3 0 2.18 
Women ‘ s 7 4 3 1 0 1.87 
Classics 6 8 3 0 0 1.82 
Those who answer "NO" in Q2 : 
Programme 1 2 3 4 5 Mean Score 
News & Public Affairs 0 0 0 2 6 4.75 
Oversea Movies 0 0 1 3 2 4.17 
Education 0 1 4 1 2 3.50 
Local firms 0 0 4 3 0 3.43 
Children's 1 1 1 4 0 3.14 
Popular Music 0 1 5 2 0 3.13 
Sports 0 2 1 1 0 2.75 
Classics 1 2 0 1 0 2.25 
Women»s 2 1 1 0 0 1.75 
Those who answer "DON‘T KNOW" in Q2 : 
Program 1 2 3 4 5 Mean Score 
News & Public Affairs 0 0 2 2 14 4.67 
Popular Music 0 3 4 5 4 3.63 
Oversea Movies 0 2 7 6 2 3.47 
Sports 1 2 8 3 3 3.29 
Local firms 0 5 5 6 1 3.18 
Children's 2 4 3 6 2 3 . 12 
Education 0 6 7 4 0 2.88 
Women‘s 4 4 2 5 0 2.53 
Classics 2 7 5 3 0 2.53 
5 means the most preferred 
1 means the least preferred 
Table 5.2.18 ： Summary of programmes on potnetial, possible and 
non—potential subscribers 
Mean Score 
Factor YES NO D.K. <- Answer 
of Q.2 
News & Public Affairs 4.68 4.75 4.67 
Overseas Movies 3.83 4.17 3.47 
Sports 3.53 2.75 3.29 
Local firms 3 .42 3 .43 3 . 18 
Education 3.18 3.50 2.88 
Popular Music 2.82 3.13 3.63 
Children's 2.18 3.14 3.12 
Women‘s 1.87 1.75 2.53 
Classics 1.82 2.25 2.53 
Table 5.2.19 : Families‘ opinion of News & Public Affairs 
programmes 
Programme 1 2 3 4 5 Mean Score 
World news 0 0 1 12 32 4. 69 
Local news 0 1 2 9 33 4.64 
Financial news 1 3 5 9 27 4.29 
Others 0 2 3 3 6 3.93 
5 means the most preferred 
1 means the least preferred 
Table 5.2.20 : Families‘ opinion of Popular Music programmes 
Programme 1 2 3 4 5 Mean Score 
Local Artists 1 6 14 8 16 3.71 
Western Artists 5 3 13 12 10 3.44 
Artists from Taiwan 9 20 3 7 2 2.34 
Others 3 2 3 1 0 2 .22 
Artists from Japan 10 21 5 2 0 1.97 
5 means the most preferred 
1 means the least preferred 
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Opinion of News & Public Affairs programmes 
World, local and financial news received very high mean scores (4.69, 4.64 
and 4.29) which indicated that all kinds of news and public affairs programmes 
were welcomed (Table 5.2.19). 
Opinion of Popular Music Programme 
Local and Western artists received the highest scores (Table 5.2.20). 
Artists from Japan only obtained a 1.97 mean score. This low score may be due 
to the language or cultural differences. 
Opinion of Sports Programmes 
Most of the individual sports scored above average and ranged from 3.12 
to 3.7，except car racing and track & field, which were lower (Table 5.2.21). 
International games (3.7) and soccer (3.56) were the highest. 
Opinion of Classics Programmes 
All individual programmes scored below average except the Chinese 
classical music which scored 3.23 (Table 5.2.22). 
Opinion of Overseas Movies Programmes 
The mean score of the action (4.09), comedy (3.69) and drama (3.64) were 
the highest whereas the documentary programmes received a below average 2.68 
score (Table 5.2.23). 
Table 5.2.21 ： Families‘ opinion of Sports programmes 
Programme 1 2 3 4 5 Mean Score 
Int'l games 3 2 11 16 11 3.70 
Soccer 5 5 8 11 14 3.56 
Others 1 1 4 2 2 3 . 30 
Badminton 7 1 14 13 7 3.29 
Volleyball 6 4 14 10 7 3.20 
Tennis 7 8 8 11 9 3.16 
Swimming 5 7 14 12 5 3.12 
Track & Field 9 10 11 10 2 2.67 
Car Racing 10 13 5 7 6 2.66 
5 means the most preferred 
1 means the least preferred 
Table 5.2.22 : Families* opinion of Classics programmes 
Program 1 2 3 4 5 Mean Score 
Western classics music 13 8 9 9 6 2.36 
Chinese classics music 7 4 10 16 8 3.23 
Ballet 16 9 11 6 3 2.62 
Drama 14 10 10 6 2 2.40 
Classicals 18 10 6 5 3 2.10 
Others 2 5 1 1 1 2.83 
5 means the most preferred 
1 means the least preferred 
Table 5.2.23 : Families‘ opinion of Overseas Movies programmes 
Programme 1 2 3 4 5 Mean Score 
Action 2 3 9 14 19 4.09 
Comedy 0 0 9 16 1 3.50 
Drama 4 7 14 15 15 3.75 
Scientific 3 3 16 15 6 3.36 
Adult 7 7 13 13 3 3 . 15 
Cartoon 7 5 12 14 6 3.16 
Documentary 10 11 17 3 2 2.55 
Others 3 0 3 1 1 1.87 
5 means the most preferred 
1 means the least preferred 
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Opinion of Education Programmes 
All individual education programmes were rated above average. The world 
adventure (4.0), practical courses (3.78) and language (3.76) were most preferred. 
Opinion of Women's Programmes 
Only the health care (3.76) and cooking programmes (3.23) received above 
average scores (Table 5.2.25). 
Summary of Preference on TV Programmes 
The rankings of TV programmes and sub-programmes were as follows : 
RANKING SUB-RANKING 
1. News & public affairs 1.1 World news 
1.2 Local news 
1.3 Financial news 













3.7 Track & field 
3.8 Car racing 
4. Local movies 
5. Popular music 5.1 Local artists 
5.2 Western artists 
5.3 Artists from Taiwan 
Table 5.2.24 ： Families' opinion of Education programmes 
Programme 1 2 3 4 5 Mean Score 
World Adventure 0 2 8 17 18 4.13 
Practical Courses 1 4 14 9 13 3.78 
Language 2 3 14 10 11 3.69 
Leisure Courses 8 5 12 7 6 3.31 
Academic Courses 3 8 18 9 4 2.85 
Others 4 1 2 0 3 2.89 
5 means the most preferred 
1 means the least preferred 
Table 5.2.25 : Families * opinion of Women‘s programmes 
Programme 1 2 3 4 5 Mean Score 
Health care 3 4 8 16 14 3.76 
Cooking 1 12 14 10 7 3.23 
Fashion 7 14 8 6 7 2.81 
Baby care 9 10 13 5 5 2.69 
Others 2 2 2 0 1 2 .43 
5 means the most preferred 
1 means the least preferred 
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5.4 Artists from Japan 
6. Education 6.1 World adventure 
6.2 Practical courses 
6.3 Language 
6.4 Leisure courses 
6.5 Academic courses 
7. Children's 
8. Women's 8.1 Health care 
8.2 Cooking 
8.3 Fashion 
8.4 Baby care 
9. Classics 9.1 Chinese classical music 
9.2 Ballet 







In order to formulate marketing strategies for the Hong Kong Cable 
Communications, objectives are set to guide the marketing directions of the new 
cable network. 
Household 
The primary objective of Hong Kong Cable Communications Limited is 
to operate a flexible, state-of-art dual cable network designed to provide cable 
TV services for Hong Kong's residents, and telecommunications services for both 
its residents and its businessmen, now and in the future. At the beginning of 
1991，the year the network starts, 300,000 household can be reached. 1.4 million 
households are expected to be covered at the end of the fifth year of operations 
(1995). The first 3 areas (Taikoo Shing, Mid-levels and Kwun Tong) to be 
reached by the network are expected to have a higher subscription penetration 
of 75% (from the data analysis). Market penetration is expected to be 225,000 
households. At the end of the fifth year (1995), all Hong Kong households can 
be reached by the network and subscription penetration is expected to be lowered 
to 50%. The market penetration will then be 725,000 households. 
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Programming 
At the start, Hong Kong Cable Communications will provide 20 channels 
including 4 existing TV channels. The other new channels will include 
programmes bought from outside bodies, local and overseas production houses. 
Hong Kong Cable Communications is committed to daily 33 hours in-house 
production. At the end of the fifth year of operations(1995), it is expected to have 
32 channels including 35 hours of in-house production. 
The rationale behind is that marketing strategies will emphasize on 
building business data communication network utilizing the network and buying 
programmes instead of committing too much in programme production as a 
traditional TV house. 
Advertising 
Advertising spots will not be available until the third year (1993) when the 
network has established a sound viewership to attract advertisers. The total 
adspend was HK$4.712 billion in 1988. At a 4-year average growth rate of 18%, 
the total adspend by 1993 will be HK$ 10.78 billion. Assuming that 25% goes to 
the advertising agents and production, HK$8.1 billion will go to the media for ad 
space. By 1993, Hong Kong Cable Communications is expected to seize 5% of 
the pie (HK$404,000). At the end of the fifth year, with a projected total adspend 
of HK$15 billion and 18% annual growth, Hong Kong Cable Communications is 
expected to seize 10% of the pie and that will make advertising spot sales of 
HK$1.13 billion. 
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Marketing Strategies for Household Subscription 
Based on the research findings and the profile reports, strategies can be 
formulated in both short and long term horizons. For household subscribers, the 
short and long term horizons refer to one year and five years respectively after 
starting the operation, i.e. 1991 and 1995. All strategies are grouped into three 
areas, namely the products, price and promotion. 
Products 
The products of cable television are the channels or programmes offer to 
household subscribers. To fulfil the programming objective, buy-in programmes 
/ 
should occupy most of the channels while iri-house production should be kept to 
the minimum. It is recommended that the company should adopt the 
concentration strategy in the short term in order to enjoy the economy of scale. 
Therefore, the company should offer those channels that are generally accepted 
by the households and should not be too board. 
According to the research result on the families' opinion of TV 
programmes and the factors affecting subscribing decision, News and Public 
Affairs, Overseas Movies, Sports, and Local Movies are the most preferable 
television programmes. And all these programmes should be included in the 
basic cable television package. 
For the news and public affairs programmes, all the world, local and 
financial news should be emphasized. World and financial news could be brought 
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in through satellite from originators like CNN or CBS, which, of course are now 
being seen on regular Hong Kong television. Action, Comedy and Drama 
overseas movies programmes are most preferred. International games, Soccer 
and badminton should be included into the sports programmes. 
Unlike the short term strategy, a long term diversification strategy should 
be adopted by the company in order to satisfy the minority subscribers and to 
extend the subscriber base. Popular music, children's, education, women's and 
classics programmes should be added in the long run. Buy-in programmes 
strategy is also advised in the long run. 
Apart from programmes diversification, HKCC should carry out business 
diversification strategy, i.e. to utilize its existing resources, cable network, to earn 
more profit. As the values and lifestyles of Hong Kong people are changing, 
which will also affect their buying habits. Direct marketing through cable TV 
thus in becoming a great potential area. "Direct response" advertising is one of 
the direct marketing method through cable TV. Such "direct response" advertising 
would generate fees for HKCC through sales of products advertised. In addition, 
according to the results of our survey, most of the households do not mind 
advertising on cable TV. Therefore, it is suggested that a "direct response" 
advertising channel should be included in the long run. 
Pricing 
The research shows that most of the households are not sensitive to the 
subscription and initial installation fee. However, in order to enlarge the initial 
cable subscribers' coverage and follow the government's suggested subscription 
and initial fix fee, the recommended pricing for subscription and initial 
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installation fee for household in the coming five year are as follows : 
Subscription Initial fee 
1st year $120 $240 
3rd year $143 $285 
5th year $170 $345 
The calculation of these figures bases on the estimated annual inflation 
rate of 10%. Addition channels should be charged as the subscription fee. 
Promotion 
Image building is very important for a broadcasting company like HKCC. 
Thus, the company should put more effort on public relations. A splendid and 
great open ceremony should be organized. Well-known celebrities should be 
invited in order to boost publicity. A special campaign should be arranged for 
every new channel launch. Like the regular television practice, programme 
schedules can be sent to magazines and newspapers. Direct marketing should be 
emphasized during the first few years to attract new household subscribers. A 
periodic newsletter should be sent to existing subscribers for new services or new 
channels promotion. 
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Marketing Strategies for Advertising 
One of the distinctive features of cable television is the potential 
availability of accurate information on subscriber demographics. It is suggested 
that when households apply for subscription to cable television services, they can 
be asked to fill in a form concerning household demographics and programme 
preferences. The information gathered can be utilized to provide more up-to-
date accurate viewership information regarding consumer tastes and programme 
choices, which are vital for both the marketing team and programming team. 
It is suggested that HKCC should start to sell advertising spots by the third 
year of operations when a sound viewership base will have been developed. By 
that time, a complete analysis of subscribers' profile and viewership pattern for 
the various channels should have been compiled, and made available to potential 
advertisers. 
Product 
Different channels should have tailor-made advertising packages for 
different advertisers. Each package may be designed to cover a particular viewer 
profile. For example, one advertiser may require a viewer profile similar to that 
of traditional TV. The package should be designed to cover distribution of 
viewers similar to traditional TV, i.e. a certain percentages of movie viewers, 
music programme viewers, sports viewers and so on. 
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These packages may also include in-house production and design. It 
implies installation of an in-house production department which will involve 
extra cost, but will also enjoy economy of scale. 
In short, cable television will sell a whole menu of services, not just 
television advertising spot times. These services may involve media planning with 
the customers. 
Price 
In view of the benefits of cable advertising-affluent and targeted 
viewership- the envisaged CPMs for cable television should be higher than those 
of regular television. It is projected that the prime time CPM of regular television 
is around $30 by 1993. We recommend that HKCC set the prime time CPM at 
$40 at the beginning of operations and $50 by 1995. 
However, this CPM level should be adjusted for different channels based 
on the information on viewer profile. 
To attract long term customers, advertising agencies should be offered 
discounts, as generally practised in the TV industry, e.g. 10-20% discount for 
committing to buy a certain amount of advertising spots per year. 
Promotion 
If enough viewer profile information is available, a regular publication 
containing this information and also programme information may be issued. This 
publication is targeted at both existing and potential customers. This will promote 
sales because what customers want most is to know exactly to whom their 
advertising expenditure goes. 
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Personal selling is the main method employed because different customers 
need different services and customer relations depend on personal relations built 
on a basis of long term relationship. 
To expand the customer base, team presentation to potential advertisers 
should emphasize the media planning services and low absolute cost compared 
with regular television. The availability of a detailed and complete viewer profile 
should be helpful. 
In short, the marketing team should aim at selling tailor-made advertising 
services targeted at different customer needs of specialized viewership. 
, 一 • • _ • ‘ 
• I 
, - , - • , I ？ » ] - 1 II ‘ 
r _ - _ • _ , • I _ J _ 
J ‘ ：严’ ：• 、： 
-：：•• i v ' ' , . 1 _ • 
- A - - L V . - I • 
^ V -� 
I ‘ • • • _ • • • • • . ， 
， _ _ 1 1 _ _ 
. - 1 . • • 
―：./ - - . 广 
‘ - I . ••• • - “ . 
APPENDIX 1 • i. • 1 -











I • • ^ 
' 严 • • . 
： ‘ J • • 
• .. I 
. - • ： 丨 “ ， 
• • • • • • . 
‘ r _ -• 上 • 
L . » 
Im ‘ 
丄 • ._ 1 • 
. • < 
‘ II 丨 • 
“ "^ -.L . ‘ • • 
• •< J ‘ 
‘ . 
‘ ‘ ‘ _ • 
I • L ‘ 丨丨 . 
f • 
‘ • • ‘ . . • 
I I I 
I _ a • 
• . 1 、： • 
.I讓 讓 i • ••-
J ^ V ; : THE CHINESE UNIVERSITY OF HONG KONG 香港中文大 ,兴 
TELEGRAM ‘ ‘ K 报 ： SINOVERSITY 
SHATIN • NT • HONG KONG • TEL.: 695 2111 TELEX 「诚：50301 CUHK HX ff 港新界沙出 • Tjr ^  :六九 Ji 二 ——一 
^ liVil 文伸 in ： (852) 695 4234 
1:浦管理學院碩士課程 Tel. 695 2783 
MBA Programmes 722 5808 (Town centre) 
Faculty o f Business Administration 
學牛.專題研究用宴 
Student Research Projects 
香 港 有 線 電 視 問 卷 調 查 • 
各 位 住 户 ： 
t � 們 好 ！ 我 們 是 應 屈 香 港 中 文 大 學 工 商 管 理 碩 士 課 程 （ M B A ) 畢 業 生 . 我 們 
运 進 行 一 項 關 於 有 線 電 視 在 香 港 的 研 究 . 爲 獲 取 對 此 項 硏 究 有 關 的 重 要 資 料 ， 我 
們 需 要 您 們 的 幫 助 . 請 花 賓 貴 的 五 至 十 分 鐘 ， 填 妥 這 問 卷 . 內 容 包 成 M 
對 有 線 電 視 節 目 的 意 見 ， 及 對 各 項 傅 媒 所 花 的 時 問 . 
請 放 心 ， 所 有 資 料 只 供 作 统 計 用 途 ， 而 個 人 資 料 亦 不 會 被 公 開 . 
我 們 建 議 此 問 卷 由 户 主 填 寫 . 毎 一 條 問 題 ， 都 沒 有 [ 對 ] 或 ） 錯 ] 的 答 案 ， 
我 們 只 需 要 您 的 真 實 意 見 . 請 在 各 欄 割 上 V / 號 ， 或 填 上 數 字 . 
最 後 ， 請 於 四 月 五 曰 前 以 回 郵 信 封 寄 回 填 妥 的 問 卷 . 多 謝 您 們 的 解 助 ！ 
問題 
1 . 你 知 不 知 道 香 港 將 會 有 有 線 電 視 服 務 ？ 
[ ] 知 [ ] 不 知 
2 . 你 會 否 租 凭 有 線 電 視 服 務 ？ 
[ ] 會 [ � 不 會 [ ] 不 知 道 
3 . 以 下 之 因 素 ， 對 你 租 凭 有 線 電 視 服 務 之 決 定 ； 影 蜜 有 多 深 ？ [ 1 ] 代 表 完 全 
沒 有 影 響 ， 而 [ 7 ] 代 表 影 響 至 深 . 括 號 內 的 數 字 越 大 ， 代 表 影 響 越 大 . 
沒 有 影 響 影 攀 至 深 
租 凌 費 用 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 3 [ 7 ] 
安 裝 f i 用 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 ] [ 7 ] 
節 S 種類 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 3 [ 7 ] 
沒 有 廣 告 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 ] [ 7 3 
更 多 資 料 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 ] [ 7 ] 
節 目 是 否 剣 新 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] [ 6 ] [ 7 3 
特 別 服 務 [ 1 ] [ 2 ] C 3 ] [ 4 ] C 5 ] [ 6 3 [ 7 ] 
( 例 如 ： 可 看 錄 影 帶 ） 
4
. 你 和 丨 尔 的 家 庭 成 員 所 訂 閲 或 經 常 購 閲 的 雜 誌 ， 壜 於 以 下 那 一 類 
雜 誌 數 目 
財 經 / 貿 易 
國 際 新 聞 
科技 
嫉樂 




5 . 你 和 你 的 家 庭 ， 經 常 閲 讚 那 些 報 紙 ？ （ 可 多 過 一 個 V / ) 
[ ] 南 華 早 報 [ ] 英 文 虎 報 
[ ] 信 報 [ ] 經 濟 曰 報 
[ ] 東 方 曰 報 [ ] 天 天 曰 報 
[ ] 明 報 [ ] 新 報 
[ ] 成 報 [ ] 快 報 
[ ] 星 島 日 報 � ] 其 他 
6 . 你 是 否 擁 有 錄 影 機 或 鋪 射 錄 影 機 7 
[ ] 擁 有 [ ] 沒 有 
7
. 於 上 星 期 ， 你 和 你 的 家 庭 成 員 在 以 下 各 類 節 目 ， 花 了 多 少 時 間 ？ （ 包 括 電 
視 ， 錄 影 帶 及 錫 射 影 a ) 
小 時 
音樂 
二 二 ： 新 聞 舆 公 共 事 務 
兒童 
體育 
海 外 電 影 




由 問 題 8 至 問 題 1 5 ， [ 1 ] 代 表 最 不 喜 歡 ， [ 5 ] 代 表 最 喜 歡 . 括 據 內 數 字 越 
高 ， 代 表 越 喜 歡 . 
8 . 請 圏 出 你 和 你 家 庭 成 員 對 以 下 節 目 種 類 之 喜 好 ： 
最 不 喜 歡 最 喜 歡 
新 罔 舆 公 共 事 務 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
旅 行 節 目 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
兒童 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
體育 [ 1 ] [ 2 ] [ 3 ] C 4 3 [ 5 ] 
海 外 電 影 [ 1 ] [ 2 ] C 3 ] [ 4 3 [ 5 ] 
香 港 電 影 [ 1 ] [ 2 ] [ 3 ] C 4 ] [ 5 ] 
教育 [ 1 ] [ 2 ] [ 3 3 [ 4 ] [ 5 ] 
婦女 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
古 典 節 目 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
( 例 如 ： 文 化 節 目 ） 
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1 4 . 請 圏 出 你 與 家 庭 成 員 對 以 下 教 育 節 目 之 喜 好 ： 
最 不 喜 歡 最 喜 歡 
1§ "S [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
世 界 探 索 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
宽 用 課 程 [ 1 ] [ 2 ] [ 3 ] [ 4 3 [ 5 ] 
學 校 課 程 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
( 例 如 ： 經 濟 ） 
興 趣 課 程 [ 1 ] [ 2 ] C 3 ] [ 4 ] [ 5 ] 
( 例 如 ： 社 交 舞 ） 
其他 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
1 5 . 請 圏 出 你 與 家 庭 成 員 對 以 下 婦 女 節 目 之 喜 好 ： 
最 不 喜 歡 最 喜 歡 
烹 te [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
時裝 [ 1 ] [ 2 ] C 3 ] [ 4 3 [ 5 ] 
嬰 兒 護 理 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
健 康 護 理 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 3 
其他 [ 1 ] [ 2 ] [ 3 ] [ 4 ] [ 5 ] 
第 二 部 份 ： 其 他 資 料 
1 6 . 你 的 性 別 是 ： . 
[ 3 男 
[ ] 女 
1 7 . 你 的 年 龄 ： 
C ] 2 0 歲 或 以 下 
[ ] 2 1 - 3 0 歲 
[ ] 3 1 - 4 0 
[ ] 4 1 - 5 0 ^ 
[ ] 5 1 歲 或 以 上 
1 8 . 教 育 程 度 ： 
C ] 沒 有 / 幼 稚 園 
[ ] 小 學 
C ] 中 學 
[ ] 預 科 
C ] 專 上 或 以 上 
1 9 . 婚 姻 狀 況 ： 
C ] 未 婚 ， 與 家 人 同 住 
[ ] 未 婚 ， 不 與 家 人 同 住 
[ ] 已 婚 
[ ] 其 他 ， 請 註 明 
t 
20. f 尔 與 家 庭 成 員 的 年 於 ， 如 何 分 佈 ？ 
家 庭 成 員 數 目 
1 0 歲 或 以 下 
11 - 2 0 歲 
2 1 - 3 0 歲 
3 1 - 4 0 
4 1 - 5 0 歲 
5 1 歲 或 以 上 
2 1 . 家 庭 總 收 入 ： [ ] 少 於 港 幣 3 5 5 , 0 0 0 元 _ 
[ ] S 5 , 0 0 0 一 $ 1 0 , 0 0 0 ^ 
C ] 笠 1 0 , 0 0 1 — S 1 5 , 0 0 0 5 
[ ] 笠 1 5 ， 0 0 1 — S 2 0 , 0 0 0 ^ 
[ ] $ 2 0 , 0 0 1 一 S 2 5 , 0 0 0 ^ 
C ] S 2 5 , 0 0 1 - S 3 0 , 0 0 0 元 
[ ] 多 於 S 3 0 ， 0 0 0 元 
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Questionnaire for potential Household Subscribers : 
We are a group of final year Master of Business Administration students of the 
Chinese University of Hong Kong and are now undergoing a research project on future 
Cable Television in Hong Kong. In order to obtain necessary and vital information, we 
need your assistance. Please help us by spending 5 to 10 minutes to fill in this 
questionnaire regarding attitudes of households towards cable television programmes, 
and time-spending pattern on various media by household. 
All data obtained in this survey will only be used for statistical analysis. No 
personal information would be revealed as individual items. 
This questionnaire is preferably completed by the household head on behalf of 
the family. There are no "correct" or "incorrect" answers to the questions, all we want 
are your honest replies. Please complete as fully as possible by checking the appropriate 
boxes or filling numbers in the boxes. 
Thank you very much for your co-operation ！ 
Q.l Do you know that the first Cable Television System will be introduced to Hong 
Kong ？ 
[ ] Y e s [ ] No 
Q.2 Will you subscribe to the Cable TV service ？ 
‘ ] Y e s [ ] No [ ] Don't Know 
Q.3 Please indicate the importance of the following factors in affecting your decision 
of subscribing Cable TV ？ [1] represents definitely unimportant while [7: 




Subscription fee [1] [2] [3] [4] [5: 
Initial fix price [1] [2] [3] [4] [5' 
Variety of programmes [1] [2] [3] [4] [5^  
No advertising [1] [2] [3] [4] [5 
Availability of information [1] [2] [3] [4] [5' 
Innovative programmes [1] [2] [3] [4] [5^  
Special services [1] [2] [3] [4] [5^  
(e.g. pay TV) 
0.4 Regarding the magazine(s), your family subscribes or frequently purchases, what 
category(ies) do they fall into ？ 
Number 




Leisure (e.g. car, photography) 
Children 
Women 
Others, please specify 
Q.5 Which newspaper(s) does your family frequently read (you may tick more than 
one) ？ 
: ] S o u t h China Morning Post [ ] Hong Kong Standard 
: ] H o n g Kong Economic Journal [ ] Hong Kong Economic Times 
: ]Or ien ta l Daily News [ ] Tin Tin Daily News 
: ] M i n g Pao Daily News [ ] Hong Kong Daily News 
: ] S i n g Pao Daily News [ ] Express 
: ] S i n g Tao Jih Pao [ ] Others -
“]Others [ ] Others Z I I ^ ^ Z Z I ^ Z I Z Z I ^ Z ] 
Q.6 Does your family own a video recorder or laser disc equipment ？ 
[ ] Y e s [ ] No 
Q.7 How many hours did your family spend on the following categories of TV 
programmes (including normal TV programmes, video and laser disc) last week? 
Hours 
Musical 








For Questions Q.8 to Q.15, [1] represents least preferred while [5] means most 
preferred，and the higher the mark, the higher the degree of preference. 
Q.8 Please indicate your family's preference on the following TV programmes. 
Least Most 
preferred preferred 
News and Public Affairs [1] [2] [3] [4] [5 
Popular Music [1] [2] [3] [4] [5 
Children [1] [2] [3] [4] [5: 
Sports [1] [2] [3] [4] [5: 
Overseas Movies [1] [2] [3] [4] [5 
Local Films [1] [2] [3] [4] [5] 
Education [1] [2] [3] [4] [5" 
Women [1] [2] [3] [4] [5: 
Classics [1] [2] [3] [4] [5: 
(cultural performance) 
Others, pis specify [1] [2] [3] [4] [5: 
Q.9 For the News and Public Affairs programmes, please indicate your family's 
preference on the following categories. 
Least Most -
preferred preferred 
Local News [1] [2] [3] [4] [5 
World News [1] [2] [3] [4] [5^  
Financial News [1] [2] [3] [4] [5 
Others [1] [2] [3] [4] [5: 
Q.IO For the Popular Music programmes, please indicate your family's preference on 
the following categories. 
Least Most 
preferred preferred 
Local [1] [2] [3] [4] [5； 
Taiwanese [1] [2] [3] [4] [5 
Japanese [1] [2] [3] [4] [5 
Western [1] [2] [3] [4] 
Others [1] [2] [3] [4] [5: 




Tennis [1] [2] [3] [4] [5] 
Badminton [1] [2] [3] [4] [5^  
Soccer [1] [2] [3] [4] [5^  
Car Racing [1] [2] [3] [4] [5^  
Field & Track [1] [2] [3] [4] [5: 
Volley Ball [1] [2] [3] [4] [5: 
Swimming [1] [2] [3] [4] [5 
International Games [1] [2] [3] [4] [5 
Others [1] [2] [3] [4] [5] 
Q.12 For the Classics (cultural performance) programmes, please indicate your family's 
preference on the following categories. 
Least Most 
preferred preferred 
Classical Music [1] [2] [3] [4] [5 
Musical [1] [2] [3 丨 [4 丨 [5: 
Ballet [1] [2] [3] [4] [5^  
Drama [1] [2] [3] [4] [5: 
Opera [1] [2] [3] [4] [5: 
Others [1] [2] [3] [4] [5^  
Q.13 For the Overseas Movies programmes, please indicate your family's preference 
on the following categories. 
Least Most 
preferred preferred 
Action [1] [2] [3] [4] [5 
Drama [1] [2] [3] [4] 
Documentary [1] [2] [3] [4] [5 
Cartoon [1] [2] [3] [4] [5^  
Scientific [1] [2] [3] [4] [5: 
Adult [1] [2] [3] [4] [5^  
Others [1] [2] [3] [4] [5^  




Language [1] [2] [3] [4] [5 
World Adventure [1] [2] [3] [4] [5: 
Practical Course [1] [2] [3] [4] [5^  
Academic Course [1] [2] [3] [4] [5' 
(e.g. economics) 
Leisure Course [1] [2] [3] [4] [5 
(e.g. social dance) 
Others [1] [2] [3] [4] [5] 




Cooking [1] [2] [3] [4] [5] 
Fashion [1] [2] [3] [4] [5^  
Baby Care [1] [2] [3] [4] [5^  
Health Care [1] [2] [3] [4] [5: 
Others [1] [2] [3] [4] [5： 
Section II : Personal Particular 
Q.16 Sex : [ ] Male 
: ] F e m a l e 
Q.17 Age : [ ] 20 or below 
[ ] 2 1 - 30 
] 3 1 - 4 0 
：]41 - 50 
: ] 5 1 or above 




:]Tertiary or above 
Q.19 Martial Status : [ ] Single, lived with relatives 
: ]S ing le , moved out 
: ]Mar r i ed 
:]Others，please specify 
Q.20 How many of your family members (including you) fall in the following age 
categories ？ 
Number 
10 or below 
11 - 20 
；；;]^]；；；^ 21 - 30 
；；;;^ ^^  31 - 40 
]；]；;^ ^ 41 - 50 
51 or above 
Q.21 Family income ： [ ] Less than $5,000 
: ] $ 5,000 - $10,000 
]$10,001 - $15,000 
]$15,001 - $20,000 
]$20,001 - $25,000 
]$25,001 - $30,000 
]More than $30,000 
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THE CHINESE UNIVERSITY OF HONG KONG 香 港 中 文 大 亭 
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TELEGRAM •取縣權：S INOVERSITY 
SHATIN NT • HONG KONG • TEL.: 695 2111 TELEX ；It,讯掛诚：50301 CUHK HX 再港新界沙田• 話：六九 K 二 
FAX 岡文{<^的：(852) 695 4234 
1 二摘管理學院碩士課程 695 2783 
MBA Programmes 722 5808 (Town centre) 
Faculty o f Business Administration 
學牛.專題研究用宴 
Student Research Projects 
March 19，1990 
Dear Sir/Madam, 
Re: QUESTIONNAIRE FOR ADVERTISERS 
We are a group of final year students of the Master of Business Administration (MBA) 
Programme at The Chinese University of Hong Kong, and are now conducting an 
independent territory-wide academic survey on Cable Television as a new advertising 
medium in Hong Kong. In order to obtain necessary and vital information for this 
research, we need your invaluable assistance. Please help by filling this questionnaire 
which should take you only 5-10 minutes. All data collected will be kept confidential and 
only be used for statistical analysis. 
As we are conducting a territory-wide survey, we need as many responses as possible in 
order to generate a satisfactory result. We would be most grateful if you would mail us 
the completed questionnaire, preferably within this month. 
Thank you in advance for your cooperation. 
Looking forward to your reply. 
Yours faithfully, 
Edmond Lau 
QUESTIONNAIRE FOR ADVERTISERS 
If you would like to receive a copy of findings of this questionnaire, please write your 
name and the name and address of your company in the space provided below. 
Your name: 
, N a m e of company: — 
Address: 
As this questionnaire concerns the aspects of media planning, we hope that it would be 
completed by the advertising or marketing manager, or other relevant personnel 
concerning with media planning. 
If there are more than one product/service under your company, please choose the 
major one. Please be sure that each questionnaire concerns only one product/service. 
Thank you very much for your co-operation ！ 
* There are no right or wrong answers; please respond to the best of your 
knowledge. 
* After completion, please return the questionnaire with the accompanied self-
addressed stamped envelope, before April 5. 1990. 
Should you have any query, please feel free to contact one of the following : 
* Wilson Wong (1163131 paging #8840) 
* Edmond Lau (1163339 paging #9636) 
* or fax to the * MBA office (fax: 6924489) 
THANKS AGAIN ！ 
COMPANY 
Q. l I . your company an C4 
[ ] advertising agency ？ 
[ ] advertiser ？ 
Q.2 Ts your company a multinational corporation ？ C5 
[ ] Yes 
[ � No 
If the answer is yes, where is the base (i.e. headquarters) of your company ？ 
C6 
[ ] Hong Kong 
[ ] Japan 
[ ] China 
[ ] Other Asian Countries 
[ 丨 United States/Canada 
[ ] United Kingdom/Europe 
[ ] Others, please specify 
Q.3 Is your company a public listed company ？ CI 
[ ] Yes Place of listing: ‘ 
[ ] No C 8 
Q.4 What is the approximate annual net income of the company ？ C9 
HK $ 
Q.5 Which category does your product/service fall into ？ ClO-11 
(Please tick one only) 
[ ] Retail 
[ ] Automotive 
[ ] Business/Consumer Service 
[ ] Food 
[ ] Wine, Beer & Liquor 
[ ] Soft Drink, Snacks 
[ ] Entertainment 
[ ] Tourism (Hotel, Travel) 
[ ] Household 
[ ] Financial, Property 
[ ] Garment 
[ ] Tobacco 
[ ] Household Equipment 
[ ] Office Machine, Computer 
[ j Sporting Goods 
[ ] Airline 
[ ] Other, please specify 
ADVERTISING 
All questions in this section relate to last year, 1989. 
Q.6 (Skip this question if your company is an advertising agency.) C12 
In 1989, the media planning of the product/service was conducted by: 
[ ] Outside advertising agency or buying service 
[ ] In-house department 
Q.7 What was the approximate allocation of advertising expenditures on different 









Others (please specify) 
Total 
Q.8 Which media evaluation factor(s) did you use last year ？ . C29-38 
(You may tick more than one.) 
[ ] Cost-per-thousand (CPM) 
[ ] Gross rating points (GRPs) 
[ ] Average frequency 
[ ] Reach 
[ ] Cost-per-rating point (CPP) 
[ ] Gross impressions 
[ ] Effective reach 
[ ] Exposure distribution 
[ ] Others, please specify 
[ ] None 
Q.9 Overall, to what degree are you satisfied with the effectiveness of the media, with 
reference to your evaluation factor(s) ？ C39-46 
Please indicate your answer on the 5-point scale; [1] means Extremely 
Unsatisfied, and [5] means Extremely Satisfied; you may circle any number from 
1] to [5]. 
Extremely Extremely 
Media Unsatisfied Satisfied 
T V [ 1 ] [2] [3] [4] [5] 
Radio [1] [2] [3] [4] [5] 
Newspaper [1] [2] [3] [4] [5] 
Magazine [1] � 2 � [3] [4] [5] 
Direct Mail [1] [2] [3] [4] [5] 
Outdoor [1] [2j �3】 [4] [5] 
Transportation [1] [2] [3] [4] [5] 
Others 丨 i j 丨 2j 丨 3j [4j [5] 
CABLE ADVERTISING 
Hong Kong Cable Communication will start operations in early 1991 with 20 
channels, and will eventually increase this to 32 channels. 200,000 households will come 
on line at the beginning. 
Q.IO Do you think you will consider including advertising on Cable Television in your 
media mix ？ C47 
[ ] certainly not 
[ ] unlikely 
[ ] likely 
[ ] certainly 
Q. l l Why do you say that (referring to Q.IO) ？ C48-49 
Q.12 There are many bebefits for advertising on Cable Television. For each of the 
followings, please indicate how much of a benefit you think it might be for you. 
1] means Not Much of a Benefit, and [5] means A Great Benefit. You can circle 
any number from [1] to [5]. C50-56 
Not Much A Great 
of a Benefit Benefit 
Targeted audience [1] [2] [3] [4] [5] 
Specialized programming [1] [2] [3] [4] [5] 
Low absolute cost [1] [2] [3] [4] [5] 
Low cost-per-thousand [1] [2] [3] [4] [5] 
Affluent audiences [1] [2] [3] [4] [5] 
Test marketing 
(trying out things on a limited scale) [1] [2] [3] [4] [5] 
Others [ij 丨 2j 丨 [4] [5] 
please specify 
Q.13 What is your forecast for % of media advertising expenditure three years from 
now ？ C57-74 










Others (please specify) 
Q. 14 Which category(ies) of channels would you be most likely advertise on if you want 
on cable ？ C75-85 
(You may tick more than one.) 
[ J Movie 
[ ] Entertainment 
[ ] Music 
[ ] News & current affairs 
[ ] Sports 
[ ] Classics & arts 
[ ] Children's 
[ 丨 Adult，s 
[ ] Educational 
[ ] None 
[ ] Others, please specify 
Q.15 What other thoughts or opinion do you have about the potential for cable TV as 
an advertising medium for your product (in general) ？ C86-87 
End of Questionnaire 
Thanks !!! 
APPENDIX 4 
In the Executive Summary accompanying the bid proposal, Hong Kong Cable 





The Music Channel 
Story Time 
Dialects 
The Entertainment Channel 
Hong Kong Update 
World News 
Finance Market 
Our Government at Work 
The Weather Channel 
The Travellers' Channel 
News Text 
Community Bulletin Board 













Tlie Events Channel 
The Action Channel 
I 
GLOSSARY 
Adspend : Advertising Expenditure. 
ATV : Asia Television Co. Ltd., one of the two commercial television broadcast 
houses in Hong Kong. 
Billing : Amount of gross business done by an advertising agency. 
Cable network : Networks available only to cable subscribers. They are 
transmitted via satellite to local cable operators for redistribution either 
as part of basic service or at an extra cost charged to subscribers. 
Cable television : TV signals that are carried to households by cable. Programs 
originate with cable operators through high antennas, satellite, disks, or 
operator-initiated programming. 
Cost per thousand (CPM) : A method of comparing the cost for media of 
different circulations. Also weighted or demographic cost per thousand 
calculates the CPM using only that portion of a medium's audience falling 
into a prime-prospect category. 
Gross national product (GNP) : The total annual output of the country's final 
goods and services. 
Gross rating points (GRP) : Each rating point represents 1% of the universe 
being measured for the market. In TV it is 1% of the households having 
TV sets in that area. In radio it is 1% of the total population being 
measured. GRP represent the total of the schedule in that medium in that 
market per week or per month. 
Infotainment : Providing information and entertainment. 
Pay cable : An additional service offered to cable subscribers at an extra charge. 
Reach : The total audience a medium actually covers. 
Satellite station : A small local TV station that has a feeder line running to a 
distant larger station so that programs can be relayed from the larger 
station. 
Spot (TV and radio) : Purchase of time from a local station, in contrast to 
purchase from a network. When purchased by a national advertiser, it is, 
strictly speaking, national spot but is referred to as just spot. 
Subscription television (STV) : A pay-television service that broadcasts a 
scrambled signal. Homes with a decoder can receive a clear signal for 
monthly charge. 
Target audience : That group that composes the present and potential prospects 
for a product or service. 
Target marketing : Identifying and communicating with groups of prime 
prospects. 
Teletext : System where "pages" of text are broadcast. Special converters are 
used to receive the information. 
TVB : Television Broadcasting Co. Ltd., one of the two commercial television 
broadcast houses in Hong Kong. 
Videotext : Similar to teletext. Instead of a broadcast signal the viewer calls up 
information from a central computer. It is a flexible, two-way system. 
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